Research has demonstrated that consumers frequently engage in
C
onsumers' inability to accurately assess nutritional content of certain foods is well known. One method consumers frequently use to determine nutritional con tent is inference making. The process of inference making is well established in the literature, with studies examining its influence in areas such as product names (Irmak, Vallen, and Robinson 2011) , labeling techniques (Kozup, Creyer, and Burton 2003) , and content claims (e.g., "low fat"; Chandon and Wansink 2007a) . Inference making is best described as the process by which consumers use informa tion about one attribute to infer information about another attribute that is either unknown or not readily apparent. For example, Wansink and Chandon (2006) demonstrate that consumers frequently underestimate the calorie content of foods when they are labeled as "low fat." Similarly, Burton et al. (2014) demonstrate that the provision of calorie infor-mation on restaurant menus can influence perceptions of other relevant attributes, such as sodium.
However, research on the use of inferences and consumer misestimation of nutritional content has, thus far, only exam ined the impact of attributes at the product level, such as calorie or fat content, color, or product names (e.g., Allison and Uhl 1964; Hoegg and Alba 2007) . For example, Schuldt and Schwarz (2010) demonstrate that organic products gener ate incorrect inferences in other attributes, such as calorie content. These inferences may lead consumers to mistakenly infer that products sold at natural and organic grocers (e.g., Whole Foods Market) are healthier than products sold at mainstream supermarkets. However, scholars have yet to investigate the impact of corporate-level information on con sumers' inferences of nutritional content. Furthermore, prior research has examined consumers' perceptions of nutrition content through inference making, leaving the potential for resulting overconsumption underexplored. This important gap requires examination because many firms engage in activities such as corporate social responsibility (CSR) to enhance their reputations with stakeholders, including con sumers (Ferrell et al. 2010) . In addition, the majority of these CSR activities occur at the corporate level as opposed to the product level (Peloza and Shang 2011) . To address this gap in the literature, the current research explores the influence of corporate-level activities on the inference-making process. More specifically, we posit that a reputation resulting from a company's CSR activities can (1) influence perceptions of the nutritional content of food products sold by that company and (2) lead to overconsumption by consumers. A focus on product-level attributes in inference making is also prevalent in the research examining the impact of CSR on consumer attitudes and behaviors. In their seminal arti-cle, Brown and Dacin (1997, p. 70 ) distinguish CSR from product-related attributes, stating that positioning on the basis of CSR "offers consumers little information that is directly associated with the products and services it provides." Simi larly, Hoeffler and Keller (2002) argue that corporate social marketing programs will enhance brand image but will not have an impact on more functional,performance-related con siderations. Finally, in their article examining firm stereo types, Aaker, Vohs, and Mogilner (2010, p. 226) echo the same sentiment, arguing that "being judged as high in warmth, although positive, is not germane to whether a firm will deliver a high quality offering."
The current research extends the work of these researchers and shows that corporate-level CSR activities directly affect consumer evaluations of food product attri butes through the creation of a health halo. We define "health halo" as a general perception, driven by inference making, that a product is healthy across a range of attributes (e.g., calories, sodium, fat). Specifically, we demonstrate that this health halo is the result of a firm's CSR activities. This inference of a health halo is driven by expectations that the firm is committed to stakeholder interests that go beyond the bottom line. We use insights from the inference making literature to account for this effect and propose that consumers view products marketed by firms with strong CSR reputations under a health halo. Importantly, and extending previous research on consumers' use of nutrition information, we find that a company's reputation for CSR, together with consumers' resulting calorie underestimation, leads to increased consumption.
In addition to the finding that corporate-level CSR activi ties create a health halo in product evaluations, we extend previous research that shows how information highly salient to product evaluation generates inferences that affect perceptions of product healthfulness (e.g., fat content; Wansink and Chandon 2006) . We use the term "healthful ness" throughout the article to refer to the perceived health iness of a food product across a range of attributes, such as calories, sodium, and fat. Elder and Krishna (2010, p. 755) note that the impact of heuristic-based cognition on percep tion is a "fruitful area for future research" and that "thoughts generated by other extrinsic cues could be equally as intriguing" (italics added). Our examination of corporate-level CSR activities constitutes an extension to the literature on this basis.
Relatedly, the current research suggests a third unstudied category of consumer misperceptions generated through inference making. Hastak and Mazis (2011) categorize interand intra-attribute misperceptions as those involving multiple attributes or a single attribute. For example, intra-attribute misperception occurs when a consumer infers that a product labeled as "no cholesterol" means it is the only one available without cholesterol. Interattribute misperception occurs when consumers infer that a product has low calories on the basis of a low-fat label. The current study introduces the concept of extra-attribute misperceptions through our examination of health halos created by corporate-level information.
The remainder of this article is organized as follows. After a brief review of inference making, we execute a series of studies examining how CSR activities create health halos. In Study 1, we demonstrate the presence of a health halo resulting from a corporate-level reputation for CSR but find that this halo is only present when consumers perceive CSR activities as motivated by concern for stake holders. In Studies 2 and 3, we examine how this health halo leads people to overconsume products marketed by a firm with a strong CSR reputation. In addition, we show that this effect is mediated by perceived lower-calorie con tent in those products. Finally, we extend our findings in Study 4 using a more generalizable sample, demonstrating that a company's reputation for CSR can lead consumers to underestimate the amount of calories consumed.
How CSR Reputation Creates a Health Halo
Consumers frequently must make decisions without com plete information about a product or situation. As such, they often engage in the task of inference making in their decisions. We define inference making as the construction of meaning and judgment beyond what is explicitly pro vided (Simmons 1986 ). Research examining inference making has shown that consumers form inferences about missing attributes by making connections between the missing information and other available information (e.g., Broniarczyk and Alba 1994; Kardes, Posavac, and Cronley 2004; Simmons and Lynch 1991) . The role of inference making is particularly prevalent with food products, for which consumers are often provided information on only one or two key attributes such as calorie and fat content (Burton et al. 2014; Wansink and Chandon 2006) . In some instances, the result is that consumers use available infor mation to infer healthful properties across a broad range of product attributes such as calorie, sodium, and fat content, termed a "health halo" (Roe, Levy, and Derby 1999) . Research has consistently demonstrated that consumers rely on evaluation-based inferences (halo effects) in their judg ment of products (Alba and Hutchinson 1987; Andrews, Netemeyer, and Burton 1998; Dick, Chakravarti, and Biehal 1990; Pechmann 1996) .
For example, Chandon and Wansink (2007a) find that the halo associated with health claims used in Subway advertis ing leads consumers to underestimate the number of calo ries in many Subway sandwiches. Indeed, customers and other stakeholders frequently rely on the reputation of firms when making decisions (Fombrun and Shanley 1990) . However, inference-making research based on corporate reputation typically uses information that is directly linked to specific product attributes. For example, brands that position themselves on the healthfulness of their products, such as Subway, are expected to produce products that are more healthful than their competitors.
When consumers use information on one attribute (e.g., the use of fresh ingredients) to infer healthful properties on other attributes (e.g., low calories), they engage in what Hastak and Mazis (2011) categorize as interattribute misestimations. They also categorize intra-attribute misestimations as those specific to one attribute, such as inferences that a food is high in protein when a label merely states that the product contains protein. However, the literature has not explored the potential of non-product-attribute-related information to create a health halo. The current article explores the existence of a third category, extra-attribute misestimation, in which consumers engage in inference making on the basis of information outside any specific product attribute, instead using a more global evaluation of a marketer.
The inference of a product's healthfulness that is created through the demonstration of CSR is based on consumers' lay beliefs (Ross and Nisbett 1991) . Furthermore, these lay beliefs, or "commonsense" explanations for phenomena, often endure despite contradictory cues that suggest that the belief is incorrect (Broniarczyk and Alba 1994) . Our exami nation of CSR at a corporate rather than product level sug gests that consumers utilize their perceptions of a com pany's reputation for CSR to form their inferences. Ferrell et al. (2010) outline how a reputation for CSR can signal to consumers that the firm proactively considers the welfare of stakeholders other than shareholders. Such sig nals suggest to consumers that the firm prioritizes a range of issues beyond short-term profit or market share goals and adopts a culture that fosters the well-being of multiple stakeholder groups, including customers (Mish and Scammon 2010) . We posit that a corporate-level CSR reputation influences perceptions of product-related attributes in food because it creates a caring and compassionate corporate image. This is because corporate values, demonstrated through activities such as charitable donations, are used to position the firm as self-transcendent (Adams, Licht, and Sagiv 2011) . These values are defined by benevolence (a motivation to preserve and enhance the welfare of others) and universalism (caring for the environment and the wel fare of people and nature; Schwartz 1992). Other researchers have noted similar organizational values such as the human istic orientation described by Maignan, Ferrell, and Hult (1999) , defined as concern for the needs of others and the promotion of caring and harmony.
When firms signal concern for stakeholders through their corporate-level CSR actions such as donations to charity, consumers infer commensurate reputational characteristics. Firms and brands, just like people, are perceived as possess ing personality attributes (Aaker 1997; Sirgy 1985) . Firms that are known for their CSR activities are viewed as more compassionate, caring, protective, and soft-hearted (e.g" Sisodia, Sheth. and Wolfe 2007) and are associated with a more collectivist concern for the well-being of others. Firms characterized by CSR are typically viewed as having a "higher purpose" and striving to serve others through the creation of improved quality of life and health (O'Toole and Vogel 2011). As such, we propose the following; Hp Consumers perceive food products marketed by a firm with a strong reputation for CSR as more healthful (i.e., a health halo) than food products marketed by a firm with a neutral reputation for CSR.
Given that the health halo is greatly influenced by the perception of corporate concern for the welfare of non shareholder stakeholders, such as consumers, we propose that the perceived motivation of the firm behind the CSR activities is an important moderator of the existence of the health halo. Although CSR activities are the signals used to formulate the perception of a firm's compassion for stake holders, the signals are not interpreted without context. Given the inherent contradiction between firms' traditional profit-maximizing goals and investment in discretionary CSR activities, stakeholders attempt to make sense of the contradiction by considering firm motives (White 2008) . Often, the perceived motives behind an action are even more important than the action itself (Gilbert and Malone 1995) .
Previous research examining the efficacy of CSR in influencing consumer perceptions has suggested that motive indeed plays a large role in consumer preferences (e.g., Flandelman and Arnold 1999). Research has demon strated that consumers often engage in deep, complex con sideration of firm motives, and the resulting attributions are not necessarily aligned with the perceived benefactor of the CSR activity. Research initially suggested that consumer inferences of the underlying motives for engaging in CSR range from other-oriented (i.e., genuine concern) to selforiented (i.e., exploitation; Barone et al. 2000) . Ellen, Webb, and Mohr (2006) expand this dichotomy and high light the depth and complexity of consumer attributions. Notably, other-oriented attributions are not always positive. One form of other-oriented attribution -namely, valuesdriven attribution-infers that the firm cares about the cause it supports and that the firm's decision to invest in CSR is driven by altruism. Because the CSR activity is viewed as motivated by a benefit to others, consumers view the activity positively. However, the second form of other-oriented attribution-stakeholder-driven attributionassumes that the activity is merely a concession to stake holder demands. Accordingly, consumers do not positively evaluate CSR activities when they perceive stakeholderdriven motives. Similarly, Ellen, Webb, and Mohr find that consumers do not always develop negative attitudes as a result of self-oriented attributions. In general, consumers are supportive of corporate expectations of benefit from CSR, such as cost reduction, but they evaluate the CSR activity negatively when they perceive that it is driven by a desire to exploit a cause.
In the context of the current research, the perception of a concern for consumer welfare (i.e., CSR activities that are motivated by positively viewed other-oriented motives vs. negatively viewed self-oriented motives) is required for the halo effect to emerge. In other words, CSR activities alone do not lead consumers to infer healthfulness in a firm's products. Instead, a perception of underlying concern for stakeholder well-being is required to create this effect. More formally, H-.: The health halo, created by a reputation for CSR. is moder ated by the perceived corporate motives behind CSR activi ties. Consumers do not use a health halo when evaluating products marketed by firms with negative self-oriented (vs. positive other-oriented) motives.
We further propose that when firms are perceived as expressing genuine concern for the well-being of stakehold ers, the resulting inferences of healthfulness (health halo) will affect consumers' behaviors with regard to consump tion levels. Specifically, because research has demonstrated that firms known for their CSR activities are more caring and protective of consumers (Sisodia, Sheth, and Wolfe 2007) , we posit that the consumer inference of healthful ness will translate behaviorally into increased consumption of the products marketed by such firms. In other words, the health halo created by CSR activities will result in infer ences that provide consumers "license" to consume at higher levels.
Although the health halo may influence consumers' per ceptions of healthfulness across a range of nutritional dimensions (e.g., calories, fat, sodium), we posit that esti mates of calorie content will be a key driving mechanism of the health halo and resulting increased consumption. This is because research has shown that consumers typically dis proportionately focus on the amount of calories (relative to other nutritional dimensions) in food as the major signal of healthfulness (e.g., Burton et al. 2014) . Therefore, we pre dict that the health halo and resulting increased consump tion levels will be driven by estimates of lower-calorie con tent in foods marketed by firms with reputations for CSR. In turn, we develop the following two hypotheses:
H3: A firm's strong reputation for CSR leads to greater con sumption of its food products. H4: The effect of a firm's CSR reputation on food consumption is mediated by an underestimation of calorie content.
Study 1 Method: Participants and Procedure
Participants were 144 undergraduate students who earned extra credit in exchange for participation. Study 1 uses a 2 (CSR: high vs. neutral) x 2 (motive: self-vs. other-oriented) between-subjects design. Participants were told that they would evaluate a soon-to-be-launched brand of granola bars (see Appendix A). They were first given information on the company marketing the product. This information was pre sented in the form of a Wall Street Journal article and served as the manipulation for both the CSR and motive conditions. In the high-CSR condition, the company was described as award winning for its CSR activities. In the neutral-CSR condition, the company was described as having recently begun donating to a charity and allowing employees to use payroll deduction to pay for eligible tuition costs. The com pany motive was manipulated by outlining the response of company management to shareholder concerns over the costs of CSR activities. The self-oriented motive stated that management believed the reputation of a nonprofit partner would enhance corporate image, whereas management in the other-oriented motive condition stated that the activities were driven by a concern for the community. After reading the company descriptions, participants in all conditions were provided a product fact sheet for the granola bars (see Appendix B). They were told that the fact sheet was still in the conceptual stage and, before going further, the company wanted to understand the effectiveness of the product infor mation in stimulating demand for the product. After reviewing the product fact sheet, participants com pleted a brief survey to evaluate the product, which included measures of the product's health properties. In concert with our conceptualization of the health halo and previous research (e.g., Burton et al. 2014) , we consider several subor dinate attributes under the superordinate "healthy" attribute.
We measured perceived healthfulness on a three-item, sevenpoint scale ("I expect this product will: ... contain very few preservatives,... be made with natural ingredients,... be very healthy/not at all healthy"; a = .89). Participants also evalu ated perceptions of product taste on a three-item taste scale adapted from Elder and Krishna (2010) : expected overall quality (1 = "very poor," and 7 = "very good"), expected overall taste (1 = "very poor," and 7 = "very good"), and expectations about how delicious the bar would be (1 = "not at all," and 7 = "very") (a = .79). We rely on perceptions of taste (vs. actual taste evaluation) because many food products are purchased on the basis of expected taste, without the abil ity to sample the product first.
Results and Discussion

M a n ip u la t io n C h e c k s
We conducted manipulation checks to ensure that our manipulations of CSR and company motives were success ful. Following the approach Perdue and Summers (1986) suggest, we conducted an analysis of variance (ANOVA) using a three-item scale (a = .87) of CSR as the dependent variable: "This company is a socially responsible company," "This company is concerned about improving the well-being of society," and "This company follows high ethical stan dards" (1 = "strongly disagree," and 7 = "strongly agree"; Wagner, Lutz, and Weitz 2009). Using the high-/neutral-CSR condition and self-/other-oriented motives as the between-subjects factors, analysis reveals a main effect for CSR condition (F(l, 136) = 146.64,p < .001). Participants perceived the firm in the high-CSR condition as much more socially responsible than the neutral-CSR firm (Mhi"h = 5.76, SD = .54; Mneutra| = 4.71, SD = .48). However, neither the main effect on motive (F( 1, 136) = 1.17, p = .28) nor the interaction of the CSR condition and motive (F(l, 136) = .09, p = .76) was significant. Therefore, we deem the manipulation of CSR reputation successful.
Using the same approach, manipulation checks also con firmed that the motivation behind the CSR initiative was perceived in the manner intended. We measured perceived motivation using a four-item, seven-point scale ("To what extent is the company described in the scenario:... focused on helping itself?... concerned only for its own self-interest?... caring for the needs of others?... concerned for the well being of others?"). We created indices of perceived self/other benefits by reverse-scoring the first two items and averaging the items for self (a = .90) and other (a = .91) appeals. An ANOVA revealed a main effect of motive con dition on perceived motives (F (l, 136) = 297.73, p < .001). Participants perceived the firm in the self-oriented condi tion as significantly more focused on benefits to the firm (Mself = 6.01, SD = .39; Mother = 4.66, SD = .52; t(138) = 17.29, p < .001). However, neither the main effect on motive (F (l, 136) = 2.22, p = .14) nor the interaction of the CSR condition and motive (F(l, 136) = .11, p -.74) was significant. Therefore, we deem the manipulation of firm motive successful.
H y p o th e s is T e s tin g
Our analysis reveals support for Hj. Participants perceived the healthfulness of products marketed by firms with a repu-tation for CSR as significantly greater than products mar keted by firms with neutral reputations for CSR (Mhigh = 4.58, SD = .62; Mneutral = 3.90, SD = .70; t(138) = 5.37, p < .001). In addition, in support of our proposed modera tion, the analysis reveals a significant interaction between CSR reputation and perceived motives (F(l, 136) = 10.44, p < .01), in support of H2. Specifically, participants in the neutral-CSR condition perceived the product as neither healthy nor unhealthy, and perceptions were not affected by the perceived motive behind the CSR activities (Mneutrai self = 3.80, SD = .61 vs. Mneutrali0ther = 4.00, SD = .64; F(1,74) = 1.90, p = .17). However, in the high-CSR condition, the other-oriented motive resulted in a significantly higher per ception of healthfulness of the product (Mhigh se]f = 4.10, SD = .72 vs. Mhigh>other = 5.03, SD = .72; F (l, 74) = 26.89, p < .001). For details, see Figure 1 , Panel A.
Supplementary analysis shows further support for H |. We examined how perceptions of taste varied across the CSR conditions. One of the common consumer perceptions within food categories is that unhealthier products tend to taste better than products that have healthier properties (Raghunathan, Naylor, and Hoyer 2006; Wright et al. 2013) . Therefore, if consumers perceive products from companies with strong reputations for CSR as relatively healthy, they should also perceive superior taste in products without strong reputations for CSR. In line with this expec tation, analysis of perceived taste reveals a significant inter action between CSR reputation and perceived motives (F (l, 136) = 15.43,/? < .001), in support of H2. 
Study 2
Study 1 demonstrates the impact of corporate-level informa tion on consumer perceptions of product attributes. Corporate social responsibility activities that are motivated by a concern for the firm's stakeholders create a health halo that leads con sumers to perceive more healthful attributes in food products. Because Study 1 demonstrates that a perceived motive of stakeholder welfare is necessary for the health halo to occur, in Study 2 we turn our attention to our third hypothesis con cerning consumption. This is because a greater public policy implication emerges if the perceived healthfulness of a prod uct leads to increased consumption by consumers. Therefore, in Study 2 we focus only on the scenario with a positive other-oriented reputation for CSR to determine whether such a reputation has effects beyond perceptions of product nutri tion to include increased consumption by consumers.
M e th o d
P articipants
Participants were 67 students in two evening Masters of Business Administration classes, who participated as part of an in-class research activity. The average age of respondents was 29 years, with a skew toward male respondents (53%). 
Procedure
Participants were told that they would take part in two ostensibly unrelated studies. They were informed that the first study involved consumer reactions to a new food prod uct and the second study was designed to test memory. In the first study, participants were presented with information about a company planning to launch a new line of cheese crackers (we selected crackers to enhance generalizability from Study 1). This information represented the CSR manipulation, including both a high-CSR and a neutral-CSR condition. In the high-CSR condition, the company was described as award winning for its CSR activities, and the neutral-CSR condition contained information about the proposed promotional activities for the launch of the prod uct. Manipulations appear in Appendix C. Importantly, a nutrition information panel for the provided crackers was included as part of the company information presented to participants. The panel contained the serving size (i.e., 30 grams of crackers per serving), number of calories per serv ing (i.e., 150), and other information as required by the Nutrition Labeling and Education Act standards (e.g., fat, carbohydrates).1 After participants read the company information, they were provided a bowl of the crackers to taste. The bowls contained 130 grams of crackers. As with prior research (Garg, Wansink, and Inman 2007) , pretesting indicated that this amount was large enough that people would not finish the snack within the total study time. After consumption, participants completed the same three-item taste measure used in Study 1, age and gender measures, and measures of positive and negative affect (Watson, Clark, and Tellegen 1988) to examine mood effects on consumption levels.
Participants were then told that they could continue to eat the crackers during the second study, which involved watching a 30-minute video. The video was a TED talk fea turing Richard Branson,2 and participants were told that they would be given a survey at the end to test their mem ory of the video content. In reality, this second study served as an extended opportunity for participants to consume the crackers. On completion of the second study, bowls were collected along with the completed surveys and weighed to determine the amount of crackers each person consumed. The measure of consumption, in grams, served as the dependent variable for the study.
Results and Discussion
M anipulation Check
A manipulation check revealed that our manipulation of CSR was successful. We used the same three-item measure from Study 1 (a = .88; Wagner, Lutz, and Weitz 2009).The analysis reveals that the firm described in the high-CSR condition was viewed as more socially responsible than the firm in the neutral condition (Mhigh = 5.63, SD = .41; Mneutral = 3.73, SD = .51; t(66) = 16.74,/? < .001).
The results of an ANOVA reveal that participants in the high-CSR condition consumed significantly more than those in the neutral condition (Mhigh = 37. 'The range of grams consumed was 1-42 grams for the neutral-CSR condition and 10-81 grams for the high-CSR condition. a nutrition panel had primed participants to think about calorie content, thus affecting overall levels of consump tion, this effect would be present in both experimental con ditions. Therefore, we have confidence in the impact of a positive reputation for CSR on consumption. Notably, the amount consumed in the neutral-CSR condition was similar to the serving size (30 grams of crackers) noted on the nutrition panel, although only at marginal statistical signifi cance (t(32) = 1.88,/? = .07). However, the mean consump tion in the high-CSR condition was significantly greater than the serving size (t(33) = 3.97,/? < .001). Our analysis revealed no impact of positive or negative affect in this or subsequent studies and will not be discussed further (both ps > .14). Moreover, neither age nor gender was a signifi cant covariate (both /?s > .29).
Study 3
Thus far, our studies demonstrate that firms' positive repu tation for CSR can lead consumers to infer healthfulness in products marketed by those firms and that consumption of products marketed by those firms increases relative to firms with neutral CSR reputations. Therefore, in Study 3, our objective is to directly test H3 and H4 to establish that a per ception of healthfulness mediates the relationship between a reputation for CSR and increased consumption. Further more, because many consumers do not use nutrition panels, in Study 3 we ask consumers to estimate calorie content per serving as part of their survey rather than provide them with a nutrition panel as in Study 2.
Method: Participants and Procedure
Participants were 88 undergraduate students who received extra credit in exchange for participation. Participants were randomly assigned to one of the two CSR conditions (high CSR vs. neutral CSR) used in Study 2. Study 3 used the same two-part study design from Study 2, with participants first taking part in a taste test and then taking part in the memory study with the same 30-minute video. As we noted previously, when participants were presented with the cor porate information, they did not receive the nutrition panel. Instead, we asked participants to estimate the number of calories in one serving (i.e., 30 grams of crackers). Impor tantly, this estimate was collected at the end of the experi mental session, after participants had been given the chance to consume the crackers. We also collected measures of par ticipants' current level of hunger and the hours lapsed since their last meal (Garg, Wansink, and Inman 2007) . As in Study 2, upon completion of the video the bowls were weighed, and the amount consumed served as the depen dent variable.
Results and Discussion
M anipulation Check
A manipulation check revealed that our manipulation of CSR reputation was successful. We used the same threeitem measure from Studies 1 and 2 (a = .79; Wagner, Lutz, and Weitz 2009). The analysis reveals that the firm described in the high-CSR condition was viewed as more socially responsible than the firm in the neutral-CSR condi-tion (Mhiah = 5.41, SD = .37; Mneutral = 3.90, SD = .37; t(87) = 19.22,p < .001).
Replicating the results from Study 2, we find that partici pants in the high-CSR condition consumed significantly more crackers than those in the neutral condition (Mhi"h = 36.2 grams, SD = 11; Mneutra| = 29.65 grams, SD = 10.2; F(l, 87) = 8.07, p < ,01).4 Several covariates used in the model did not reach significance, including the number of hours elapsed since participants last ate a meal, reported degree of hunger during the study, age, and gender (all ps > .17). The analysis reveals that the mean consumption in the high-CSR condition was significantly greater than the serv ing size (t(44) = 5.61, p < .001). Therefore, we find the same overconsumption effects due to the health halo from the firm's CSR reputation both with (Study 2) and without objective nutritional information, again in support of H3. Although the differential increased consumption is rela tively small, approximately a 30-calorie increase, the results support a health halo used in creating product-level infer ences. Across multiple consumption settings, including a natural environment, this difference can accumulate to more significant overconsumption.
M ed iatio n Analysis
Estimates of calories per serving differed significantly between the high-and neutral-CSR conditions. Participants in the high-CSR condition estimated that each serving con tained 165 calories, and those in the neutral-CSR condition estimated 197 calories per serving. Although both estimates are above the actual amount of calories per serving (i.e., 150), the calorie estimates in the high-CSR condition were significantly lower (t(87) = 3.15, p < .01). To test the pro posed underlying mechanism between the presence of CSR information and overconsumption (i.e., the health halo), we conducted a mediation analysis using the estimated number of calories per serving as the mediator. To test this media tion, we followed Preacher, Rucker, and Hayes's (2007) bootstrapping procedure (Model 3). The results show that consumers tend to overconsume products marketed by a firm with a strong reputation for CSR because they under estimate the number of calories in the products (b = -1.55, 95% confidence interval = [-3.68, -.25] ). Because the con fidence interval in the bootstrapping processes does not include zero, this finding demonstrates that the effect of CSR reputation on consumption levels is mediated through estimates of calorie content.
To further examine the mediation of caloric estimates, we followed the procedure Baron and Kenny (1986) pre scribe and tested for three conditions that must be met to demonstrate mediation. First, the independent variable must predict the outcome variable. Second, the indepen dent variable must also predict changes in the proposed mediator. Third, the mediator must be shown to account for a significant portion of the relationship between the independent variable and the outcome. Linear regression analysis revealed that the CSR condition significantly pre dicted the amount of grams consumed (t(86) = 3.15, p = 4The range of grams consumed was 10-55 grams for the neutral-CSR condition and 15-67 grams for the high-CSR condition.
.002, (3 = 31.32). Furthermore, the CSR condition signifi cantly predicted the proposed mediator, caloric estimate (t(86) = 2.89, p = .005, (3 = 6.55). When we included the CSR condition in the regression equation predicting the number of grams consumed along with caloric estimates, the caloric estimate was a significant predictor of the grams consumed (t(85) = 3.45, p = .001, [3 = 8.1). Finally, although the CSR condition continued to predict the num ber of grams consumed (t(85) = 2.05,p = .043, (3 = .05), a Sobel test confirmed that the indirect effect of CSR condi tion on grams consumed by means of the mediator (caloric estimates) was significant (z = 2.13, p < .05; Baron and Kenny 1986) . Thus, estimates of calorie content partially mediated the relationship between CSR reputation and grams consumed, in support of H4.
S tu d y 4
Although our previous studies provide support for each of our hypotheses, in Study 4 we aim to generalize the health halo demonstrated in the previous three studies using a nonstudent sample. In addition, Study 4 uses a measure of participants' estimated calories consumed, as opposed to the estimated calories per serving measure used in Study 3. This is important because it enables us to understand not only how estimates of calories affect con sumption but also how CSR reputation affects retroactive assessment of consumption levels, which in turn affects future consumption.
M e th o d
Sam ple
Participants were 41 members of a private club affiliated with a major Southeastern U.S. public university. The club has strong affiliations with the university's athletic pro grams. The sample slightly skewed male (52%), with a mean age of 52 years (ranging from 27 years to 81 years). Members of the club were recruited through an e-mail solicitation (see Appendix D) and offered a chance to win a gift card after participating.
Procedure
We used the same two-part procedure and stimuli from Study 3. Participants arrived at the club and were told that they would take part in two separate studies. The first involved the taste test of cheese crackers and the second involved a memory test. Because of the club's affiliation with the university's athletic program, participants were told that the memory study was intended to understand how consumer-created Internet sports content is processed and stored in memory. The video shown was a 19-minute fancreated recap of the previous year's football season.
Upon completing the second study, participants were asked to estimate how many calories they believed they consumed and were thanked for their participation. As with previous studies, we measured the number of crack ers consumed by weighing each bowl. This enabled us to create a difference variable of participants' estimate of the number of calories consumed minus the actual amount consumed.
Results and Discussion
M anipulation Check
A manipulation check revealed a successful manipulation of CSR. Again, the three-item measure of CSR (Wagner, Lutz, and Weitz 2009) reveals that the firm described in the high-CSR condition was viewed as more socially responsible than the firm in the neutral condition (Mhl"h = 5.54, SD = 61; Mneutral = 3.92, SD = .55; t(39) = 8.91, p < .001; a = .87).
Consistent with previous studies, participants in the high-CSR condition consumed significantly more crackers than those in the neutral-CSR condition (Mhjoh = 49.8 grams, SD = 20.8; Mneutrai = 35.0 grams, SD = 13.7?F (l, 35) = 5.58,p = .024).5 Age, gender, and self-reported hunger state did not affect the amount consumed (all /?s > .46). In computing the difference score between the actual amount of calories con sumed versus participants' estimates, we find that although participants in both conditions underestimated the amount of calories they consumed, the underestimation was signifi cantly greater for those in the high-CSR condition (Mhigh = -83.2 calories, SD = 74.4; Mneutral = -18.9 calories, SD = 37.35; F(4, 36) = 10.26,/? < .01). Therefore, H3 is further supported, demonstrating that the health halo (i.e., overcon sumption and underestimation of calories consumed) is greatly influenced by the utilization of a corporate reputa tion for CSR in consumers' inference-making process.
We did not examine the relationship between partici pants' estimates of calories consumed and the number of grams consumed, because they are theoretically distinct. In Study 3, estimates of calorie content of one serving of the snack anchored consumers on a specific quantity. However, many factors affect estimates of consumption, such as mis perceptions of the size and number of servings consumed (Chandon and Wansink 2007b; Chernev and Chandon 2010) , mood (Garg, Wansink, and Inman 2007) , and even the texture and haptic properties such as hardness of the food itself (Biswas et al. 2014) . Although this distinction did not lead us to examine mediation, the finding of an effect of CSR reputation on estimates of calories consumed is important for the study of consumer welfare. Whereas Study 3 illustrates how perceptions of the calorie content of a serving size can lead to higher rates of consumption, Study 4 shows that this same effect may be present in reflections of consumption, leading to increased future con sumption (May and Irmak 2014) .
Discussion and Implications
Across four studies, we demonstrate that a corporate reputa tion for CSR leads to a health halo and subsequent under estimation of calorie content and overconsumption. We examine how a perceived motive for preserving stakeholder well-being is central to this effect. We also show that this health halo can lead to overconsumption (Studies 2, 3, and 4), even in the presence of objective nutritional information (Study 2), and that this effect is mediated by lowered esti mates of calorie content (Study 3). 5The range of calories consumed was 9-64 calories in the neutral-CSR condition and 19-88 calories for the high-CSR condition.
Previous research has shown that consumer perceptions of product performance on attributes related to well-being are highly malleable and influenced by a range of factors (e.g., Chandon and Wansink 2007a; Irmak, Vallen, and Robinson 2011) . This effect is particularly strong in cer tain categories such as the food products used in the cur rent research, for which consumers use inference making to fill in knowledge gaps by accessing other salient infor mation known about the product or the consumption envi ronment. Our research extends this literature by examin ing corporate-level information that has no direct relevance to product-level attributes (Keller 1993) . Our examination of the interplay between inferences based on corporate-level information and tangible product perfor mance expectations is, to our knowledge, the first of its kind. Therefore, we develop the concept of extra-attribute misperceptions, extending the typology of Hastak and Mazis (2011) . Our research also extends and identifies an important boundary condition to seminal work by Brown and Dacin (1997) , who find only an indirect path between CSR and con sumer influence. In categories in which corporate-level repu tation leads to product performance inference (i.e., a health halo), our research shows a direct and significant effect. Furthermore, we extend previous research examining con sumers' use of nutrition information to examine how infer ence making in this area can lead to increased consumption for many consumers.
We also extend work by Luchs et al. (2010) , who specu late that brands known for CSR may be viewed as more homegrown and simple, whereas brands without such repu tations may be viewed as more sophisticated and sexy. They point out that further research is needed to examine how ethicality interacts with other benefits sought by consumers. The research presented here addresses their call and finds, across four studies, that the CSR reputation of a firm/brand significantly influences perceptions of product healthful ness. This is important because product performance typi cally takes precedence over other non-product-related attributes (i.e., corporate philanthropy) in consumer deci sion making.
In addition, the findings we present offer numerous implications for public policy makers. First, our examina tion of corporate-level CSR activities allows for a deeper understanding of how greenwashing can be used to manipu late consumer perceptions. Critics of CSR have noted that firms often attempt to use social responsibility activities to mask deeper issues with their products or services. For example, in response to health concerns over rising obesity rates from consumers and public health advocates, major soda manufacturers have recently employed corporate-level CSR initiatives (e.g., PepsiCo's Refresh Project, CocaCola's Live Positively) to enhance corporate image (Dorfman et al. 2012) . Often, the firms with the most activity in corporate philanthropy are those most targeted by activists who charge that the donations are merely attempts to divert attention away from more pressing social or environmental issues. Our research demonstrates that in categories with a high degree of salience for consumer well-being, such as food, consumers may bias their perceptions of product per formance on the basis of efforts that can be characterized as greenwashing.
Consumers who believe that they are choosing healthy and safe products may actually be choosing the opposite. Similarly, consumers who make these inferences may change their consumption patterns (e.g., eat more) under the false assumption that they are making healthy choices. If consumers trying to eat a healthy diet inaccurately estimate nutritional content of products marketed by firms with strong reputations for CSR, this can lead to serious health consequences for both individuals and society. Although Food and Drug Administration-mandated nutrition labels offer the opportunity for consumers to counter any biases before purchase and consumption, the efficacy of such labels is equivocal. Consumers' ability to interpret Food and Drug Administration labels is subject to the same use of heuristics in other food labels and therefore subject to bias from CSR reputation. Our research suggests that corporatelevel CSR information can influence perceptions of product healthfulness, even in the presence of objective nutritional information. Further research is needed on the effectiveness of labeling and disclosure regulation to account for these misperceptions.
Limitations and Further Research
As with any research, this article has limitations that create opportunities for future studies. For example, we dichotomize attributions (intrinsic vs. extrinsic) in examining the effects of corporate motive (Study 1), when consumers can increasingly combine a multiplicity of motives simultane ously (Ellen, Webb, and Mohr 2006) . Note also that the effects described here may not be ubiquitous even within categories in which health attributes are salient. Therefore, firms interested in communicating their CSR activities should align such communications with other marketing efforts to ensure the proper integration of all marketing ele ments toward a specific audience. This may require firms with multiple brands to promote CSR at the individual brand level (e.g., Procter & Gamble's community efforts are branded using Crest. Tide, etc. rather than the corporate name) to create stronger linkages between perceptions of stakeholder well-being and specific products and market segments. In particular, further research is needed to explore how the effects presented here influence consumer attitudes toward, and consumption of, known brands that engage in CSR. Our manipulations presented a fictitious brand, and although many well-known brands are adopting CSR practices, existing attitudes toward those brands may attenuate our results.
Another fruitful avenue for further research is to assess the challenge of information location. A particular problem related to food products is that CSR information is often present on the packaging, making this cue highly salient at the point of purchase and consumption. One avenue policy makers can explore is the use and effectiveness of product disclaimers. However, evidence for the effectiveness of dis claimers remains unclear (Green and Armstrong 2012) . Future studies can explore the potential for limiting the amount of CSR information marketers may provide on packaging materials as well as how disclaimers can be used to alter the effects of health halos.
Another worthwhile topic for further research is the inter play between taste and healthfulness and its effects on con sumer decision making. We find that consumers perceive food products marketed by companies with strong reputa tions for CSR as healthier but less tasty than those marketed by firms without reputations for CSR. Although consumers typically rely on more traditional attributes (e.g., taste) when choosing food products, given that some consumers are moving toward healthier lifestyles, examination of the effects related to the trade-off between taste and healthful ness would provide abundant opportunities for further research.
Finally, future studies can investigate the role of product category on consumer inference making by extending the current research into various field settings. Although the current research captured behavioral data, it is possible that the "memory study" setting affected consumption. Extend ing this stream of research into categories beyond food may allow for a better understanding of how halos affect deci sions that are perhaps less subject to consumer inference. Food products are highly subject to influence, but these same effects may potentially occur in high-involvement categories such as automobiles. For example, safety is a significant product attribute for many consumers when pur chasing an automobile. However, the 2012 Insurance Insti tute for Highway Safety lists 118 models as "top safety picks," with all major domestic and import manufacturers represented. The complexity of information and brand par ity in cases such as this suggests that corporate-level CSR information can affect perceptions about attributes in cate gories that are, at least in theory, more concrete. Similarly, individual consumer differences can be explored. For exam ple, how does familiarity with the product affect inference making through corporate-level CSR information? It is likely that as consumers gain more experience with a prod uct category, the effects may be diminished and, therefore, the public policy implications may be less pressing.
Appendix A: Study 1 Materials
Elysian Farms is launching a new line of granola bars. The company has a rich history of high quality food products, but this move marks the first time the company has moved into more mainstream consumer markets. In particular, this is the first time the company will try to attract a younger demographic. Most of the company's products to date have been targeted toward older consumers, and skewed toward baking ingredients and other pantry staples. Company Vice President Vic Cameron explains why this tradition is a good base for the new move. "We have always prided ourselves on producing high quality products, and meeting standards of some of the toughest food consumers in the world. 1 think young people today will see a tangible difference in our products, and recognize that we have brought that expertise and heritage to this product in a new and exciting way."
High-CSR Version
The move comes on the heels of a great year for the com pany. This summer, Elysian was named one of the top 100 corporate citizens in America. The company received high marks across a range of social and environmental issues. Danica Morgan, Director of Research and Insight Metrics, the company behind the rankings, says the company scored well across the board. "Elysian scored tops for all compa nies in the survey for community involvement. They have a long history of support for charities, and they go beyond just writing checks. They give their employees time off to volunteer in the communities, and get involved with dona tions of food and money to many local food banks around the country." The company also lets its customers have a say on what donations will receive support from the com pany. "We like to engage our customers in our donation programs to make sure we are looking after not just the needs of those in our community, but the needs of our cus tomers as well," explains Cameron.
Not surprisingly, this philosophy of caring has also landed the company accolades from its employees. Earlier this year the company was named to the "Top 50 Places to Work in America" award. Nomination and voting is done by employees, who contribute their stories of how the com pany looks out for them. Nominations included stories of single moms who were given funded day care for their chil dren, after-hours education opportunities for all employees, and a policy of not laying off employees, even in the recent downturn. Cameron explains, "We try to have the courage to do things that not every company does."
Neutral-CSR Version
The move comes on the heels of a great year for the com pany. This summer, Elysian announced the creation of a corporate social responsibility department within the com pany. The plan, according to a company spokesperson, is to begin working with a number of local charities as well as beginning to take stock of the environmental footprint of the company. Danica Morgan, Executive Director with one of the three charities recently engaged by the company, said she was excited to have the chance to work with the com pany. "They have been a member of the community for many years, and it's good to see them starting to engage with the local nonprofit community. We have made some initial steps toward working together. It would be great if the relationship could eventually lead to a deeper partner ship where we share more of resources, but being a non profit we can't be choosy." VP Cameron also commented on the arrangement. "We are happy to be working with groups that are doing good work in our community," explains Cameron.
This past year the company also announced a plan to change the way management and employees interact. The plan is for the company to offset some of the health care cost of employees, and offer partial coverage for some employees not currently covered. In addition, the company announced plans to offer payroll deduction to allow employees to pay for eligible tuition costs in before-tax dol lars. Cameron explains, "We try to find ways to give value back to our employees, and help out where we can. At the end of the day, if the company is profitable, we should share some of that good fortune with our employees."
Other-Oriented Motive
At the recent annual meeting of shareholders, a number of questions were raised about the cost of the activities behind the awards. But Cameron is confident: "My father founded this business 75 years ago on the principle that the company should serve the needs of the community, not the other way around. I try my best to live up that principle every day. It may also help our reputation, but the community comes first. When the community wins, we all win." The Execu tive Director with one of the charities on the donor list of the company, who is quoted in the research report, confirms that the company has a heart. "They go clearly above and beyond what most companies do in philanthropy. They don't just write a check and move on. Their employees vol unteer with us, and it's obvious from speaking with anyone in the company that the spirit of community runs deep in the corporate culture. It's what motivates them to work with us and other charities."
Self-Oriented Motive
At the recent annual meeting of shareholders, a number of questions were raised about the cost of the activities behind the awards. But Cameron is confident: "We know that repu tation is important today. If we can get an edge by doing these things, then we should do them. The point is that when consumers buy our products we split some of that money with a nonprofit. Isn't that what nonprofits are always asking for? In exchange, we place their logo in our ads and on our letterhead. It's a good example of a business partnership that works for both partners." The Executive Director of one of the charities sponsored by the company confirms the benefits to the company. "I think they were looking to align with an organization that had roots in the community, and a bit of a human feel to them. I think it's definitely helped their brand." Thank you for giving us feedback on our new cheese crack ers. We are excited about this product, and feel that it will be a very popular snack food with consumers of all ages.
CSR Condition
Our company's commitment to consumers extends beyond just making great products. We also believe passionately that a company needs to be part of the communities in which it operates. That's why we donate 1% of all sales from our products to charities. We support a broad range of charities at work right here in our community including those that provide food for the homeless and others less fortunate. We also believe that our commitment to community extends to our employees. Earlier this year our company was named one of the "Top 50 Places to Work in America.'' Nomi nation and voting is done by employees, who contribute their stories of how the company looks out for them. Nominations included stories of single moms who were given funded day care for their children and after-hours education opportunities for all employees. The company also provides health insur ance to all employees, even those who work part-time.
Neutral Condition
Our launch of this product will include a marketing commu nications plan that spans across a range of media. For exam ple, we will support the launch of the product with television advertising that will include spots on both day time and prime time national networks. The plan will also include a large online media presence, with a significant budget being allocated to display advertising on food-related web sites.
The retail portion of the launch will also receive significant attention. The product will be stocked in a range of retail out lets, from large supermarkets to smaller convenience stores and drug stores nationwide. The placement of the product will be mainly in the cracker aisle, but we will also purchase endof-aisle displays at key purchase periods. The retail launch will also include placement in retail flyers that grocery stores distribute to consumers, and both print and online coupons. 
Nutrition Panel
Nutrition Facts
Appendix D: Study 4 Recruitment E-Mail
We would like to invite you to participate in a University study examining the impact of fan-created sports-related video content on the internet. During the 45 minute research session you will re-live the memories of the 2013 season, enjoy a snack, and participate in the knowledge creation process of university faculty.
